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The research objective was to analyze the of service quality effect and experiential marketing on customer 
satisfaction with brand equity as an intervening variable at Bank Jambi. This research is verification, which 
is to test the truth of a hypothesis. The unit of analysis in this study is Bank Jambi customers. Primary data is 
obtained by distributing questionnaires to 400 customers. Testing the hypothesis by analyzing Structural 
Equation Modeling (SEM). The results of the analysis conclude that service quality variables, experiential 
marketing and brand equity significantly influence Bank Jambi customer satisfaction both partially and 
simultaneously. Service quality and experiential marketing variables have a significant indirect effect on 
customer satisfaction through invervening brand equity variables. The model significant to explain all the 
variables but in the future needs more test for the other variables to make the model more precise. Service 
quality variables are more dominant variables affecting customer satisfaction. Increasing understanding 
about the model of the influence of service quality and marketing experience on customer satisfaction with 
brand equity as an intervening variable in indonesia jambi banks. 
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Introduction 
Customer satisfaction is the assessment of the use of the goods or services as compared to expectations 
prior to its use  (Kotler & Keller, 2016). The quality of service has a close relationship with customer 
satisfaction. Dissatisfaction in service will result in the loss of demand from customers, customer loyalty is 
low and eventually led to the loss of the company. A study of customer satisfaction on service companies 
including banking conducted in different countries produce the conclusion that satisfaction is influenced by 
quality of service, experiential marketing and brand equity (Shanka & Research, 2012; Cheserek et al., 2015; 
Khafafa & Shafii, 2013; Marist, Yuliati, & Najib, 2014; Malik, Ghafoor, Hafiz, & science, 2012;  Susanty & 
Kenny, 2015; Mohammadi et al., 2015; Nam, Ekinci, & Whyatt, 2011). 
As a business engaged in the service, then the bank should promote the quality of service in an effort to 
give you satisfaction. Banking in Indonesia in General is thriving, including regional banks, this led to 
competition between banks is increasingly tight. The publication of government regulation in a package of 27 
October 1988 (Pakto 88) relates to the ease of setting up the bank, making the rapid development in the 
banking financial institutions. Based on Banking Law No. 10 Year 1998 established that the bank aims to 
raise funds and channel it to the community in the form of credit or in the form of the other. 
Jambi is a bank-owned financial institutions in the region in its operational activities, savings, deposits, 
and other forms as well as channeling funds to the community. The amount of the Bank's Jambi to December 
2018 is numbered 67,191 (PT. BPD Jambi. 2019). Bank of Jambi has 1 headquarters located in the capital 
city of the province of Jambi and has 10 branches in every City/County which is in the province of Jambi.  
Consumers want a product that can give them the experience, so the marketing concept has evolved 
towards the experiental marketing business in which consumers gain experience of different evaluation on 
situation of consumption. This is done because the consumer has basically rationality and emosionalitas 
(Schmitt, 2011). Experiental Marketing intended to make consumer purchase process easier as it relates to 
the perceived value of products customers and personal characteristics and social groups, as an extension of 
traditional segmentation already found (Prahalad & Ramaswamy, 2004; Semeijn et al., 2005). 
In this research will be done partially testing and simultaneous independent variable i.e. service quality, 
experiential marketing and brand equity towards customer satisfaction. Still the lack of research that 
combines the third independent variable, making it attractive to do research. Research on the regional bank is 
still a bit to do. Orisinilitas this study is combine three variable i.e. service quality, experiential marketing 
and brand equity as the independent variable. The second Orisinilitas is the location of the research 
conducted at the Bank of Jambi has never done previous research against this variable. 
Researchers have previously conducted research at several different places and objects about the 
relationship of service quality with customer satisfaction (Arokiasamy et al., 2012; Farahmandian et al., 
2013; Arokiasamy & Abdullah, 2012; Negricea et al., 2014; Raghavan et al., 2015). There is the influence of 
experiential marketing towards customer satisfaction has been demonstrated in several studies (Widowati & 
Tsabita, 2017; Astuti & Sumayanti, 2015). Research on influence of brand equity towards customer 
satisfaction proves that there is a positive influence between brand equity towards customer satisfaction 
(Kumar & Reviews, 2014; Tanveer & Lodhi, 2016; Budiarti et al., 2013). This study will incorporate 
 




previous research to analyze variable service quality, experiential marketing and brand equity towards 
customer satisfaction. 
Searches that have been conducted of the researchers on this topic has not been done in Indonesia 
especially in the province of Jambi. Research on different countries and different types of businesses as well 
as different variables will provide conclusions that could be the same and can also be different. Research 
conducted at the Bank of Jambi have reasons that researchers look at the phenomenon of gap which occurred 
over much of private banks, it is becoming interesting for model theme examined the influence of service 
quality and experiential marketing towards customer satisfaction with brand equity as an intervening variable 
in the Bank of Jambi. 
 
Literature Review 
Service Quality  
Parasuraman, Zeithaml, & Berry (1985), defines the service quality as the difference between how far 
reality with customers expectation over the services they receive. Assessment of the service quality there are 
5 (five) dimensions, i.e. reliability, responsiveness, assurance, empathy, tangibles. There are two main 
elements in the quality of service that is expected service and perceived service. If the services received or 
perceived as expected, then the service quality perceived good and satisfying. Grönroos & Gummerus 
(2014), defines the service quality as a result of the perception of a comparison between the expectations of 
customers with the actual performance of service. 
Service quality (SQ), in conceptualizing the contemporary, is a comparison between the perceived 
expectations (E) from a service with the perceived performance (P), which produces the equation SQ = P-E. 
Conceptualization of quality service originated from the paradigm of hope-disconfirmation (Zeithaml & 
Bitner, 2013; Wirtz, 2011). Service quality is focused evaluation that reflects the perception of the customers 
towards the dimensions of certain services namely reliability, responsiveness, assurance, empathy, tangibles. 
Consumer satisfaction is influenced by various factors, one of which is the quality of service. The quality of 
the customer needs to start and end in customer perception (Kotler & Keller, 2016). 
 
Experiential Marekting 
Marketing researchers and practitioners have demonstrated their interest about the experience as the key 
to understanding the customers needs and improve the successful companies. Experiential marketing is the 
ability of the product to offer emotional experiences to touch the hearts and minds of consumers. It can be 
said that the experiential marketing is a concept that aims to touch the heart or feelings of the benefits offered 
in products (Prasetyo & Maulani, 2017). Experiential marketing is the marketing approach that aims to 
provide an unforgettable experience for the consumer at the time of pre-purchase until after purchase. 
According to Enrique Bigné et al., (2008), pleasure in shopping experience impacted significantly to 
customer satisfaction, even can positively impact on purchase intent back or customer loyalty. Grewal et al., 
(2003), found a positive correlation between values in customer experience, overall customer satisfaction, 
and repurchase of quantitative. 
According to Andreani (2009), the essence of experiential marketing is to build lasting relationships with 
customers through five aspects, namely sense, feel, think, act and relate. According to (Schmitt, 2011) 
experience is an event that occurs in response to stimuli (e.g. created by the efforts both before and after 
purchase), there are five elements to note in engaging and win the hearts of customers i.e. sense, feel, think, 
act and relate. 
 
Brand Equity 
According to Kotler & Keller (2016), Brand Equity is the value that add to products and services. Brand 
equity can be reflected in the way consumers think, feel, and act in relation to the brand, and also the price, 
market share and profitability that the brand gives to the company. According to Aaker (2014), brand equity 
is a set of assets, (and liabilities) linked to a brand's name and symbol that adds to the value provided by a 
product or service to a firm and that customers.  
According to Mourad & Serag Eldin Ahmed (2012), brand equity is an asset that can be used as added 
value for consumers and can strengthen their understanding of a product and services so as to enhance the 
achievement of satisfaction. Aaker (2014), categorizes brand equity in five indicators, namely: Brand 
awareness, Brand associations, Perceived quality, Brand loyalty and Other proprietary assets (other assets 
related to the brand). In practice, only four out of five of these indicators were used in researches on 
consumer-based brand equity, namely, brand awareness, brand association, the perception of quality, and 
brand loyalty. This is because other assets relating to brands (such as patent rights and distribution channels), 
it does not deal directly with customers. 
 
Customer Satisfaction 
Satisfaction is the assessment of the customers for the use of the goods or services as compared to 
expectations prior to its use. When the expectations are higher than reality, then the customer is not satisfied, 
whereas when the expectation is equal to the reality then the customer satisfaction (Kotler & Keller, 2016). 
 




Customer satisfaction can be defined as the evaluation of consciousness and passion for customers against 
goods or services that has been delivered to him by certain manufacturer, satisfaction is influenced by the 
level of expectation on the quality of the service (Semeijn et al., 2005). 
The measurement of customer satisfaction carried out by (Oliver, 2014; Churchill & Iacobucci, 2006), 
that tend to focus on customer satisfaction operasionalisasi. In mid-1980-90s research focused on two things, 
namely the  application research and research of academic which was revamped with the repair of the 
structure and form of the strategy implementation to optimize customer satisfaction, which is done by  
(Parasuraman, Zeithaml, & Berry, 1985) who then publish the theory, better known by his scale dimensions 
i.e. SERVQUAL scale tangilble, reliability, responsiveness, assurance and empathy. Lassar et al., (2000), 
found that unsatisfactory service will contribute to changing customer behavior. Satisfaction will increase 
when the processing time of service more quickly than expected. 
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Figure 1. Research Model 
 
Hypothesis 
H1 :  The service quality has a significant effect on the brand equity 
H2 :  Impactial Marketing significantly affects brand equity 
H3 :  Service quality significantly affects customer satisfaction 
H4 :  Influence marketing experiential significantly to customer satisfaction 
H5 :  Service quality and experiential marketing influence significantly on brand equity both partially and 
simultaneously 
H6 :  Service quality and experiential marketing influence significantly on customer satisfaction both partially 
and simultaneously 
H7 :  Brand equity affects significantly on customer satisfaction 
H8 :  Service quality, experiential marketing and brand equity have significant effect on customer satisfaction 
both partially and simultaneously 
 
Research Method 
The type of data in this research is the primary data and secondary data. Primary data i.e. data obtained 
directly from the object being researched. The source of primary data obtained from the respondent through 
the dissemination of the questionnaire. Secondary data is data obtained from the study of the literature. 
The population in this research are all clients of the Bank Jambi to December 2018 which amounted to 
67.191 people (PT. BPD Jambi. 2019). The sample is part of the number and characteristics of which are 
owned by residents. Research samples taken with the calculation formula of Solvin i.e :  N = Slovin 67191/(1 
+ (67.191.0, 5) ²) = 400. 
Research using questionnaires in the form of the structured. His model was a statement on spread-related 
variables and attributes in thoroughly with the likert scale refers to 1-5. In addressing the legality and validity 
of the questionnaire required testing, i.e. testing the validity, reliability test and test of normality. To test the 
model and hypothesis used Structural Equation Modelling (SEM) analysis with the AMOS application. The 
hypothesis of the research model developed for this study was conducted testing with a (two-step approach) 
(Brown & Peterson, 1994; Baldauf, 2001). In the first stage the assessment of the measurement model and 
then the measurement model was used in the second stage when conducting the assessment of the structural 
model ((Ferdinand, 2006). The reasoning of this approach is that an accurate representation of the reliability 
of the indicator can be accomplished very well in two phases to avoid interactions of the measuring model 
and the structural model (Edward, 2008).  Analysis of data in the first phase with a qualitative approach and a 
second part of data analysis with a quantitative approach, namely with Structural Equation Modeling (SEM). 





















Characteristics of respondents 
Respondents in this research were mostly women who were 223 people or 55.8, aged 30-40 year, 
amounting to 106 people or as big as 26.5%, the work of respondents most are public servants amounting to 
114 people or as big as 28.5%, and the majority of respondents have revenues ranging from Rp. 5 million to 
Rp. 10 million, which is 131 people or as big as 32.8%. 
 
Testing Requirements Analysis 
All the items of the statement used in this research are declared valid and all items refer to a positive 
direction because of the results of the validity test carried out the results that Corrected Item Total 
Correlation is greater than 0.3. The results of realistic test through the correlation of Spearman Brown using 
SPSS program, obtained the results that all the items of the statement expressed reliable, because of 
Croanbach's Alpha value above 0.6. In conclusion, all the items of statements in core research can be said to 
be reliable. Testing by looking at the ratio of skewness obtained numbers =-0308/0427 =-0.721 While the 
ratio of kurtosis =-0.003/0.837 =-0.004. Since the skewness ratio and kurtosis ratio are between – 2 to + 2, it 
can be concluded that the data distribution is normal. 
 
Construction measuring Model 
Testing the significance value of each variable, the approach to testing the relationship of each variable 
construction by looking at the Confirmatory Factor Analysis (CFA) and by looking at the standardized 
regression weight or loading of its factors. 
 
Conformity testing Model-Goodness-of-fit Test 
Test against the suitability of the model to view indices, GFI, AGFI, TLI, CFI, and RMSEA as follows: 
 
Tabel. 1 Goodness-of-fit Indixes 
Goodness of fit Index Cut-off Value Result Model Description 
Free Derajad, DF  153  
RMSEA  0,08 0.075 Good 
GFI  0,90 0.855 Moderate 
AGFI  0,90 0.943 Good 
CMIN/DF  2,00 1.882 Good 
TLI  0,90 0.929 Good 
CFI  0,90 0.944 Good 
Source: Data Processing (2019) 
 
From the test results Table 1. Obtained data that goodness of fit for RMSEA shows 0075 smaller than 
0081, GFI 0855 is smaller than 0.90, AGFI get a figure of 0943 greater than 0.90, CMIN/DF of 1.882 is 
smaller than 2.00, TLI of 0929 smaller than 0.90 And CFI of 0944 is greater than 0.90. It means that almost 
all assumptions of the goodness of fit are fulfilled what has been required even though GFI enters the 
moderate category, because according to the (Arbuckle & Wothke, 1999), the best criterion used as an 
indication of the goodness of the model is the CMIN/DF value Less than 2 and RMSEA below 0.08. Thus all 
the goodness of index in general according to the data and model submitted so that it can be said model 
according to the data, meaning that this model can be analyzed. 
 
The Influence Between Variables 
Impact test result between service quality & experiential marketing to customer satisfaction with brand 
equity as variable both partially and simultaneously. 
Table 2. Research Hypothesis Testing Summary Results 
Hypothesis 
Value 




Hypothesis 1     
The service quality has a significant 
effect on the brand equity 
2,340 0,014 service quality has a real 
effect on the brand equity. 
 
H1 accepted 
Hypothesis 2     
Impactial Marketing significantly 
affects brand equity 
2,667 0,003 experiential marketing has 




Hypothesis 3     
 




Source: Data Processing (2019). 
 
According to table 2, at hypothesis 1, value C. R – which is identical to the test – T in regression, all 
regression coefficients are significantly not equal to zero, therefore the zero hypothesis that regression weight 
is equal to zero can be rejected. Analysis results of the quality of service data significant effect on brand 
equity, it is indicated by the value of CR 2.340 > 1.96 and the value of  P-value  0.014 is smaller than 0.05 (P 
< 0.05). By implementing the dimensions of service quality, namely tangibles, reliability, responsiveness, 
assurance and emphaty, will increase the brand equity Bank Jambi. 
The results of hypothesis 2 test is seen that the C. R value is seen that all regression coefficients are 
significantly not equal to zero, therefore the zero hypothesis that regression weight is equal to zero can be 
rejected, hence it receives an alternate hypothesis. Results in data analysis experiential marketing significant 
effect on brand equity, it is indicated by the value of CR 2.667 > 1.96 and the value of P-value 0.003 is 
smaller than 0.05 (P < 0.05). By implementing the entire dimension of experiential marketing which includes 
consisting of sense, feel, think, act and relate, being a factor in increasing brand equity. 
The results of hypothesis 3 test is seen that the C. R value is seen that all regression coefficients were 
significantly not equal to zero, therefore the zero hypothesis that regression weight equals zero could be 
rejected, then received an alternate hypothesis. Analysis results of service quality data significant effect on 
customer satisfaction, it is indicated by the value of CR 2.115 > 1.96 and the value of  P-value 0.015 is 
smaller than 0.05 (P < 0.05). By implementing all dimensions of service quality will increase customer 
satisfaction of Bank Jambi. 
The results of hypothesis 4 test is seen that the C. R value is seen that all regression coefficients were 
significantly not equal to zero, therefore the zero hypothesis that regression weight equals zero can be 
rejected, hence receiving an alternate hypothesis. Experiential marketing data analysis results are significant 
to the customer's satisfaction, it is indicated by the value of CR 2,326 > 1.96 and the P-value of 0.004 is 
smaller than 0.05 (P < 0.05).  By implementing the entire dimension of experiential marketing will be a 
factor in increasing customer satisfaction of Bank Jambi. 
The results of hypothesis 5 test show that service quality partially affects brand equity, this is indicated by 
the value of CR 2,340> 1.96 and the value of P-value 0.014 is smaller than 0.05 (p <0.05). Likewise, the 
experiential marketing variable partially influences brand equity, this is indicated by the CR value of 2.667> 
1.96 and the P-value of 0.003 is smaller than 0.05 (p <0.05). Both of these variables are causal relationships 
Service quality significantly affects 
customer satisfaction 
2,115 0,015 Service quality has a real 
effect on the customer 
satisfaction 
H1 accepted  
Hypothesis 4     
Influence marketing experiential 
significantly to customer satisfaction 
2,326 0,004 experiential marketing has 
a real effect on the 
customer satisfaction 
H1 accepted 
Hypothesis  5     
Service quality and experiential 
marketing influence significantly on 













Service quality and 
experiential marketing 
have a real effect on the 
brand equity both partially 
and simultaneously 
H1 accepted 
Hypothesis 6     
Service quality and experiential 
marketing influence significantly on 













The marketing mix of 
services and quality of 
service have a real effect 
on both partial and 
simultaneous satisfaction 
H1 accepted 
Hypothesis 7     
Brand equity affects significantly on 
customer satisfaction 
2,112 0,022 Brand Equity has a real 
effect on customer 
satisfaction 
H1 accepted 
Hypothesis 8     
Service quality, experiential 
marketing and brand equity have 
significant effect on customer 
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that influence each other. So the hypothesis that service quality and experiential marketing affect brand 
equity is acceptable. The influence of service quality and experiential marketing simultaneously on the brand 
equity of Bank Jambi is indicated by the results of F count of 121,610 with a P-value of 0,000 which is 
smaller than 5% or P <0.05. 
Hypothesis 6 can be explained that service quality partially affects customer satisfaction, this is indicated 
by the value of CR 2.115> 1.96 and the P-value 0.015 is smaller than 0.05 (p <0.05). Likewise, the 
experiential marketing variables partially influence customer satisfaction, this is indicated by the value of CR 
2.326> 1.96 and the P-value 0.004 is smaller than 0.05 (p <0.05). Both of these variables are causal 
relationships that influence each other. Thus the hypothesis that states service quality and experiential 
marketing has an effect on customer satisfaction is acceptable. As for the service quality effect and 
experiential marketing simultaneously on customer satisfaction at Bank Jambi is indicated by the results of F 
count of 123,251 with a P-value of 0,000 which is smaller than 5% or P <0.05. 
The results of the 7 hypothesis test is seen that the C. R value is seen that all regression coefficients were 
significantly not equal to zero, therefore the zero hypothesis that the regression weight was equal to zero 
could be rejected, to accept the alternative hypothesis. Brand equity data analysis results significantly affect 
customer satisfaction, this is indicated by the value of CR 2.112 > 1.96 and the P-value value 0.022 is smaller 
than 0.05 (P < 0.05).  Thus, the hypothesis stating brand equity affects customer satisfact ion is acceptable. 
Based on the results of the 7 hypothesis testing, explained that brand equity will affect customer satisfaction 
of Bank Jambi. By observing all the dimensions of brand equity that consists of brand awareness, perceived 
quality, brand association and brand Loyalty factor to increase customer satisfaction of Bank Jambi. 
The results of the hypothesis analysis 8 show that service quality partially affects customer satisfaction, 
this is indicated by the value of CR 2.115 and the value of P-value 0.015 is smaller than 0.05 (P < 0.05).  
Likewise, experiential marketing has an effect on customer satisfaction, acquired CR 2.326 value and P-value 
of 0.004 is smaller than 0.05 (P < 0.05). That means that experiential marketing has an affect on customer 
satisfaction. Brand Equity has a partial effect on customer satisfaction, obtained CR value 2.112 and P-value 
of 0.022 is smaller than 0.05 (P < 0.05). This means that brand equity affects customer satisfaction.  As for 
simultaneously that the quality of service, experiential marketing and brand equity significantly affect the 
customer satisfaction of Bank Jambi by showing the results of F count of 119.433 with significance level 
0.000 or P < 0.005. 
 








Service quality (X1) Customer satisfaction (Y2) Brand Equity (Y1) (0.266)X(0.568)=0.151 
Experential Marketing (X2) Customer satisfaction (Y2) Brand Equity (Y1) (0.388)X(0.568)=0.220 
  Source: Data Processing (2019) 
 
From table 3 the results of path coefficient analysis indirect influence between service quality variables 
(X1) on customer satisfaction (Y2) through brand equity (Y1) obtained through the results between the direct 
influence between service quality (X1) on customer satisfaction (Y1) path coefficient amounting to 0.266 x 
0.568, so that the indirect effect coefficient of 0.151. This means that service quality (X1) has an indirect 
effect on customer satisfaction (Y1) through brand equity of 15.1%. The indirect effect between experiential 
marketing (X2) on experiential marketing (Y2) obtained through the results between the direct influence 
between experiential marketing on customer satisfaction (Y2) has a coefficient value of 0.388 x 0.568. Thus 
the indirect effect coefficient of 0.220. This means that experiential marketing has an indirect effect on 
customer satisfaction (Y2) through brand equity of 22.0%. 
 
Discussion 
There are several variables that can improve customer satisfaction at Bank Jambi, namely service quality, 
experiential marketing and brand equity. From the literature search it was found that previous research had 
not included the brand equity variable as an intervening variable. Based on the test it was found that the 
brand equity variable as an intervening variable can increase customer satisfaction at Bank Jambi.  
The addition of brand equity in the research model as renewal in this model results in a better effect on 
customer satisfaction than without entering the brand equity variable, where the comparison of calculated R 
square results by including brand equity variables is greater than the model without brand equity variables 
(53, 6> 45,1). 
The results of this study provide support for previous studies where service quality variables can improve 
satisfaction such as research by (Arokiasamy et al., 2012; Farahmandian et al., 2013; Negricea et al., 2014; 
Raghavan et al., 2015; Subrahmanyam, 2017). This study also provides support for the results of previous 
studies where the results prove that experiential marketing variables can increase satisfaction, such as 
research conducted by (Astuti & Sumayanti, 2015; Widowati & Tsabita, 2017). 
 




The dominant variable of the three independent variables in this research is service quality. On service 
quality that has five dimensions, all dimensions have a significant influence on satisfaction. The results of 
this study are not the same as previous studies such as research conducted by (Taman, et al., 2013), which 
concluded that there was a positive and significant influence on service quality (reliability, sincerity, 
existence, responsiveness) in the satisfaction stage, while the guarantee did not significantly influence 
satisfaction. 
This study also concluded that brand equity has a significant effect on customer satisfaction, the results of 
this study support previous studies conducted by (Budiarti et al., 2013; Kumar & Reviews, 2014; Tanveer & 
Lodhi, 2016). The influence of service quality and experiential marketing together on customer satisfaction 
shows significantly influential results. These results support previous studies conducted by (Devia, et al., 
2018; Pham et al., 2015; Setiawan, 2018; Setiobowo, 2017; Zena & Hadisumarto, 2013). 
The results of the test on the service quality effect and experiential marketing on brand equity have a 
significant effect. These results support the results of previous studies, among others, carried out by  ( 
Carrizo-Moreira et al., 2017; Mohammad, 2017; Mukiira et al., 2017; Shrestha et al., 2013). The results of 
simultaneous testing of service quality, experiential marketing & brand equity on customer satisfaction have 
a significant effect. These results support previous studies conducted by (Malik et al., 2012; Marist et al., 
2014; Mohammadi et al., 2015; Nam et al., 2011; Susanty & Kenny, 2015). 
When compared with previous studies, it can be seen from several aspects, among others, the aspect of 
location where research that focuses on banking has been mostly done, especially abroad. In Indonesia, 
research that focuses on banking services has also been carried out, but specifically in Jambi Province, as far 
as the researchers know from the literature review has never been done, especially regarding the models and 
variables in this study. The difference from the side of the analysis tool carried out with this research is the 
analytical method used. Previous studies mostly used multiple linear regression analysis tools (Arokiasamy et 
al., 2012; Astuti & Sumayanti, 2015; Malik et al., 2012; Mohammad, 2017; Mukiira et al., 2017; Setiobowo, 
2017; Shrestha et al., 2013). Some of the researchers used SmartPLS analysis tools (Budiarti et al., 2013; 
Devia et al., 2018; Setiawan, 2018; Susanty & Kenny, 2015), while in this study using tools Structural 
equation model analysis (SEM) which has also been widely used in previous studies as done by (Carrizo-
Moreira et al., 2017; Kumar & Reviews, 2014; Marist et al., 2014; Mohammadi et al., 2015; Pham et al., 
2015; Subrahmanyam, 2017; Tanveer & Lodhi, 2016; Widowati & Tsabita, 2017; Zena & Hadisumarto, 
2013). 
The equation of this research with previous studies among other than the variable side of research. 
Several previous studies both included variables of service quality and customer satisfaction  (Arokiasamy et 
al., 2012; Farahmandian et al., 2013; Negricea et al., 2014; Raghavan et al., 2015; Subrahmanyam, 2017). As 
for the researchers who researched the variables experiential marketing and satisfaction among others (Astuti 
& Sumayanti, 2015; Widowati & Tsabita, 2017), the researcher who equally incorporated the variable brand 
equity and satisfaction among others is done by (Budiarti et al., 2013; Kumar & Reviews, 2014; Tanveer & 
Lodhi, 2016). As for researchers are equally incorporating quality service variables, experiential marketing 
and customer satisfaction as done by (Devia et al., 2018; Pham et al., 2015; Setiawan, 2018; Setiobowo, 
2017; Zena & Hadisumarto, 2013), while researchers are equally researching the quality of service variables, 
experiential marketing and brand equity are among others done by (Carrizo-Moreira et al., 2017; 
Mohammad, 2017; Mukiira et al., 2017; Shrestha et al., 2013), as for the researchers who equally incorporate 
quality service variables, experiential marketing, brand equity and customer satisfaction include (Malik et al., 
2012; Marist et al., 2014; Mohammadi et al., 2015; Susanty & Kenny, 2015). 
The result of this research supports the theory expressed by experts, among others, by five elements of 
service quality will increase customer satisfaction (Kotler & Keller, 2016), the quality of service has an 
important role to form the satisfaction of Customers (Zeithaml & Bitner,2013). 
 
Research Renewal 
This model is built by incorporating renewal in the form of brand equity variables as intervening 
variables. To see whether adding a brand equity variable will make the model better, it is necessary to do a 
simultaneous test and then look at the comparison of numbers on the coefficient of determination (R2) or see 
the numbers in the R square column. The following is a table of test results simultaneously influencing 
service quality and experiential marketing on customer satisfaction. 
 
Table 4. Simultaneous Test Results 1 
Model R R Square 
Adjusted 
R Square 




Change F Change df1 df2 
Sig. F 
Change 
1 .755 a .563 .50 .45735 .451 1 23 .25 1 2 377 .000 
a. Predictors: (Constant), KPL, EXM  
 
Simultaneously testing the influence of service quality , experiential marketing & on customer 
satisfaction are: 
 





Table 5. Simultaneous Test Results 2 
Model R R Square 
Adjusted 
R Square 




Change F Change df1 df2 Sig. F Change 
1 .767 a . 5 9 8 . 58 2 .4 33 4 1 .49 3 1 19,433 3 3 43 .000 
a. Predictors: (Constant), KPL, EXM, BEQ  
 
 
From the results of simultaneous testing of table 4. and 5 . there are differences in test results between 
models without including brand equity variables with models that include brand equity variables . On models 
without variable brand equity of the coefficient of determination (R 2) or see the numbers in the column R 
square is 0, 563, meaning that the quality of service and experiential marekting affects student satisfaction by 
56.3%. In the model by entering the brand equity variable the results of the coefficient of determination (R2) 
or seeing the numbers in the R square column is 0.598, it means that the service quality, experiential 
marketing and brand equity variables affect Bank Jambi customer satisfaction by 59.8% while the rest are 
influenced by other factors outside the research this. So it can be concluded that the research model by 
adding the brand equity variable as renewal in this research model results in a greater effect on customer 
satisfaction compared to without entering the brand equity variable (59.8> 56.3). 
 
Conclusion and Suggestions 
From the results of the test on the model it turns out that all the criteria used show good results, meaning 
the model matches the data. This can be seen in the results of the model on the Goodness of fit index meeting 
the required size, meaning that this model can be analyzed. 
Partially, service quality, experiential marketing and brand equity are significantly affected by customer 
satisfaction. Simultaneously shows that service quality, experiential marketing and brand equity have a 
simultaneous effect on customer satisfaction. So it can be concluded that service quality, experiential 
marketing and brand equity have an effect on customer satisfaction. 
Testing of path coefficients indirect influence between service quality variables on customer satisfaction 
through brand equity as an intervening variable indirectly affects customer satisfaction through brand quity. 
Likewise the results of the path coefficient analysis indirect effect between experiential marketing variables 
on customer satisfaction through brand equity as an intervening variable showed that there was a significant 
effect. 
Service quality variables are variables that are more dominant in influencing customer satisfaction than 
experiential marketing and brand equity variables. The research model by adding brand equity variables as 
intervening variables as well as renewal in the research model, results in a stronger influence on customer 
satisfaction. 
Increasing customer satisfaction can be done by increasing service quality variables, experiential 
marketing and brand equity. Policy makers at Bank Jambi are advised to make these three variables into 
consideration material in preparing a strategic plan. To become a bank that can meet customer expectations 
and satisfaction can be done by applying service quality variables, experiential marketing and brand equity. 
The object chosen in this study is a government bank, therefore it is expected that in the framework of 
developing science, then the next researchers to conduct research on private banks, so that it can be seen 
whether there are similarities or differences between the two groups of banks and to see similarities and 
differences with the results of research that has been done. Besides, it is suggested that further research 
include other variables such as marketing mix, marketing strategy, brand image, customer loyalty and others 
 
References 
Aaker, D. (2014). Aaker on Branding “20 Prinsip Esensial Mengelola dan Mengembangkan Brand”. (Aaker 
On Branding : 20 Essential Principles for Managing and Developing a Brand). Jakarta: PT. Gramedia 
Pustaka Utama. 
Andreani, F. (2009). Experiential Marketing (Sebuah Pendekatan Pemasaran).  (Experiential Marketing (A 
Marketing Approach). Jurnal Manajemen Pemasaran, 2(1). 
Arbuckle, J. L., & Wothke, W. (1999). Amos 4.0 user's guide. Chicago, IL: SmallWaters Corporation. 
Arokiasamy, A. R. A., & Abdullah, A. G. (2012). Service quality and students’ satisfaction at higher learning 
institutions: a case study of Malaysian University competitiveness. International Journal of Management 
and Strategy, 3(5), 1-16. 
Astuti, B., & Sumayanti, D. (2015). Analisis Pengaruh Experiential Marketing dan Kepuasan Konsumen 
terhadap Komitmen Konsumen. (Analysis of the Effect of Experiential Marketing and Consumer 
Satisfaction on Consumer Commitment). Jurnal Manajemen dan Bisnis Indonesia, 2(2), 213-235. 
Baldauf, A., Cravens, D. W., & Piercy, N. F. (2001). Examining the consequences of sales management 
control strategies in European field sales organizations. International Marketing Review, 18(5), 474-508. 
 




Brown, S. P., & Peterson, R. A. (1994). The effect of effort on sales performance and job satisfaction. 
Journal of marketing, 58(2), 70-80 
Budiarti, A., Surachman, S., Hawidjojo, D., & Djumahir, D. (2013). Brand equity and customer satisfaction 
as the mediation of advertisement influence and the service quality to loyalty the passengers of 
international flight at Garuda Indonesia Airlines. IOSR Journal of Business and Management, 9(2), 1-15. 
Carrizo-Moreira, A., Freitas-da Silva, P. M., & Ferreira-Moutinho, V. M. (2017). The effects of brand 
experiences on quality, satisfaction and loyalty: An empirical study in the telecommunications multiple-
play service market. Innovar, 27(64), 23-36. 
Churchill, G. A., & Iacobucci, D. (2006). Marketing research: methodological foundations. New York: 
Dryden Press. 
Cheserek, L. K., Kimwolo, A. K., & Cherop, F. (2015). Effect of quality financial services on customer 
satisfaction by commercial banks in Kenya. International journal of humanities and social science, 5(7), 
102-112 
Devia, A. N., Aisjah, S., & Puspaningrum, A. (2018). The influence of brand experience and service quality 
to customer loyalty mediated by customer satisfaction in Starbucks coffee Malang. Management and 
Economics Journal (MEC-J), (1), 161-170. 
Edward. 2008. Studi  Proses Sistem Kontrol Dalam Meningkatkan Kinerja Tenaga Penjual: Sebuah 
Pengembangan Model Teoretikal Dan Pembuktian Empirik Pada Perusahaan-Perusahaan Industri 
Pengolahan Di Jawa Tengah. (Control System Process Study in Improving Salesperson Performance: A 
Development of Theoretical Models and Empirical Proof in Processing Industry Companies in Central 
Java). Disertasi. Program Studi Doktor Ilmu Ekonomi Undip Semarang. 
Enrique Bigné, J., Mattila, A. S., & Andreu, L. (2008). The impact of experiential consumption cognitions 
and emotions on behavioral intentions. Journal of Services Marketing, 22(4), 303-315. 
Farahmandian, S., Minavand, H., & Afshardost, M. (2013). Perceived service quality and student satisfaction 
in higher education. Journal of Business and Management, 12(4), 65-74. 
Ferdinand, A. (2006). Metode penelitian manajemen. (Management Research Methods). Badan Penerbit 
Universitas Diponegoro. Semarang. 
Grewal, D., Baker, J., Levy, M., & Voss, G. B. (2003). The effects of wait expectations and store atmosphere 
evaluations on patronage intentions in service-intensive retail stores. Journal of retailing, 79(4), 259-268. 
Grönroos, C., & Gummerus, J. (2014). The service revolution and its marketing implications: service logic vs 
service-dominant logic. Managing service quality, 24(3), 206-229. 
Khafafa, A. J., & Shafii, Z. (2013). Measuring the perceived service quality and customer satisfaction in 
Islamic bank windows in Libya based on structural equation modelling (SEM). Afro Eurasian Studies, 
2(1-2), 56-71. 
Kotler, P., & Keller, K. L. (2016). Marketing Managemen 15th (Global Edition). Essex: Pearson Education.  
Kumar, A. G. (2014). Brand Equity And Customer Satisfaction-A Study Of Lg Television In Mysore 
District. International Journal of Management Research and Reviews, 4(5), 610. 
Lassar, W. M., Manolis, C., & Winsor, R. D. (2000). Service Quality Perspectives And Satisfaction In 
Private Banking. Journal of services marketing, 14(3), 244-271. 
Malik, M. E., Ghafoor, M. M., & Hafiz, K. I. (2012). Impact of Brand Image, Service Quality and price on 
customer satisfaction in Pakistan Telecommunication sector. International journal of business and social 
science, 3(23). 
Marist, A. I., Yuliati, L. N., & Najib, M. (2014). The Role of Event in Building Brand Satisfaction, Trust and 
Loyalty of Isotonic Drink. International Journal of Marketing Studies, 6(6), 57. 
Mohammad, A. A. S. (2017). The impact of brand experiences, brand equity and corporate branding on brand 
loyalty: Evidence from Jordan. International journal of academic research in accounting, finance and 
management sciences, 7(3), 58-69. 
Mohammadi, H., & Kaviani, H. (2015). Evaluating the effect of brand equity on consumer satisfaction and 
brand loyalty in large retails of the Mazandaran Province (case study: food products industry). European 
Online Journal of Natural and Social Sciences: Proceedings, 4(1 (s)), pp-1. 
Mourad, M., & Serag Eldin Ahmed, Y. (2012). Perception of green brand in an emerging innovative market. 
European Journal of Innovation Management, 15(4), 514-537. 
Mukiira, E. M., Musau, M. C., & Munyao, M. J. (2017). Effect of experiential marketing in building brand 
equity: A case of selected Unilever Tanzania brands. International Journal of Supply Chain Management, 
2(1), 1-31. 
Nam, J., Ekinci, Y., & Whyatt, G. (2011). Brand equity, brand loyalty and consumer satisfaction. Annals of 
tourism Research, 38(3), 1009-1030. 
Negricea, C. I., Edu, T., & Avram, E. M. (2014). Establishing influence of specific academic quality on 
student satisfaction. Procedia-Social and Behavioral Sciences, 116, 4430-4435. 
Oliver, R. L. (2014). Satisfaction: A behavioral perspective on the consumer: A behavioral perspective on the 
consumer. Routledge. 
 




Paket kebijaksanaan Oktober 1988 atau Pakto 88, tentang paket kebijakan ekonomi deregulasi perbankan di 
era Orde Baru (The October 1988 policy package or Pakto 88, concerning the economic policy package 
for deregulasi perbankan in the Orde Baru era). 
Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its 
implications for future research. Journal of marketing, 49(4), 41-50. 
Pham, T. H., & Huang, Y. Y. (2015). The impact of experiential marketing on customer’s experiential value 
and satisfaction: An empirical study in vietnam hotel sector. Journal of Business Management & Social 
Sciences Research (JBM&SSR), 4(1). 
Prahalad, C. K., & Ramaswamy, V. (2004). The future of competition: Co-creating unique value with 
customers. Harvard Business Press. 
Prasetyo, M. H., & Maulani, T. S. (2017). Experiential Marketing Studies In The Perspective Of Tourist 
(Case Study On Tourist Destinations In Bandung). South East Asia Journal of Contemporary Business, 
Economics and Law, Vol. 12, Issue 2 
PT. BPD  Jambi. 2019. Data Jumlah Nasabah Bank Jambi sampai Desember 2018 (Data on the Number of 
Bank Jambi Customers until December 2018). 
Raghavan, S., Ganesh, R., Raghavan, S., & Ganesh, R. (2015). Addressing service quality to increase 
students’ satisfaction and retention in Malaysian private higher education institutions. American Journal 
of Economics, 5(2), 243-250. 
Schmitt, B. (2011). Experience marketing: concepts, frameworks and consumer insights. Foundations and 
Trends® in Marketing, 5(2), 55-112. 
Semeijn, J., van Riel, A. C., van Birgelen, M. J., & Streukens, S. (2005). E-services and offline fulfilment: 
how e-loyalty is created. Managing Service Quality: An International Journal, 15(2), 182-194. 
Setiobowo, R. (2017, October). The Influence of Experiential Marketing, Service Quality on Customer 
Loyalty and Satisfaction at the Pizza Hut Restaurant in the Tunjungan Plaza Surabaya. In Mulawarman 
International Conference on Economics and Business (MICEB 2017). Atlantis Press. 
Setiawan, I. (2018). The Impact of experiential marketing and service quality on repurchase intention through 
customer satisfaction in Warunk Upnormal Surabaya (Doctoral dissertation, Widya Mandala Catholic 
University Surabaya). 
Shrestha, S. K., Campus, S. D., & Lamichhane, M. R. (2013). Impact Of Service Quality On Brand Equity  
Of Commercial Banks In Nepal. Operational  Research  Society of Nepal National Seminar on Operations 
Research [Proceeding Book], 1‐2 February, 2013, P. 101‐111. 
Shanka, M. S. (2012). Bank service quality, customer satisfaction and loyalty in Ethiopian banking sector. 
Journal of Business Administration and Management Sciences Research, 1(1), 001-009. 
Susanty, A., & Kenny, E. (2015). The relationship between brand equity, customer satisfaction, and brand 
loyalty on coffee shop: Study of Excelso and Starbucks. ASEAN Marketing Journal, 14-27. 
Subrahmanyam, A. (2017). Relationship between service quality, satisfaction, motivation and loyalty: A 
multi-dimensional perspective. Quality Assurance in Education, 25(2), 171-188. 
Taman, A., Sukirno, S., Sari, A. R., Setiawan, N., & Pustikaningsih, A. (2013). Analisis Kualitas Pelayanan 
Terhadap Kepuasan Mahasiswa Pada Fakultas Ekonomi Universitas Negeri Yogyakarta. (Analysis of 
Service Quality on Student Satisfaction at the Faculty of Economics, Yogyakarta State University). 
Nominal, Barometer Riset Akuntansi dan Manajemen, 2(1). 
Tanveer, Z., & Lodhi, R. N. (2016). The Effect of Brand Equity on Customer Satisfaction: An Empirical 
Study Based on David Aaker's Brand Equity Model. IUP Journal of Brand Management, 13(3), 43. 
Undang-Undang Nomor 10 Tahun 1998,  Tentang Perubahan Atas UU No. 7 Tahun 1992 Tentang Perbankan 
(Law Number 10 of 1998 concerning Amendments to Law No. 7 of 1992 concerning Banking). 
Van Birgelen, M., De Ruyter, K., & Wetzels, M. (2000). The impact of incomplete information on the use of 
marketing research intelligence in international service settings: An experimental study. Journal of 
Service Research, 2(4), 372-387. 
Widowati, R., & Tsabita, F. (2017). The Influence Of Experiential Marketing On Customer Loyalty through 
Customer Satisfaction As Intervening Variable. Jurnal Manajemen Bisnis, 8(2), 163-180. 
Wirtz, J. (2011). Services marketing. People, technology, strategy. Pearson, New Jersey 
Zena, P. A., & Hadisumarto, A. D. (2013). The study of relationship among experiential marketing, service 
quality, customer satisfaction, and customer loyalty. Asean marketing journal. 4(1). 
Zeithaml, V. A., & Bitner, M. J. DD 2013. Services Marketing: Integrating Customer Focus Across the Firm 
6thed. Mc. Graw-Hill. Boston. 
Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its implications for future 
research. Journal of marketing, 49(4), 41-50. 
 
